in pretesting will find new ideas and a variety of pretesting in· struments-ready to use. As "how·to" books, both of these publications should be welcomed by the practicing communica· tion specialist. James W. King University of Hawaii "Measures of Success In a Not-for-profit Publication," by Willis Rivinus, Folio: The Magazine for Magazine Management (August, t982).
"Some not·for·profit publications have outlived their usefulness," says magazine publishing consultant Willis Rivinus. Some publications that operate in an essentially non· competetive environment, he says, are "out of touch with their audiences. Their editors are removed from the practical realities 01 their constituents. The coverage is obsolete or innocuous."
What Rivinus terms "measurable editorial vitality" is one of ten areas to probe during a not·for-profit magazine's annual check·up. Among the other pOints:
• A magazine may not be intended to make a profit, but con· sistent losses or cost overruns indicate poor management.
• Reader surveys, letters to the editor and classified and mail order advertising are good measures of reader interest. "People who believe in a magazine use it in a variety of ways," Rivinus says.
• Level circulation can be deceptive. A not·for-profil magazine may not have direct competitors as a consumer magazine does, but "that doesn't mean that these readers are lacking for other activities and interests," warns the consultant with a background in business as well as publishing, editing and circulation management. He advises taking a measure of the "share of the universe."
"If the universe of members or people actively interested in the field is 300,000 and the publication goes to only 25,000, something is wrong."
• Printing and paper decisions should be analyzed: "Some organizations adopt an elegant paper because they believe their journals will be treasured forever," a view that is unrealistic in teday's information explosion. On the other hand, an inexpensive newsprint gives a poor printing image and a poor organization 59 2 Journal of Applied Communications, Vol. 66 [1983], Iss. 2, Art. 11 http://newprairiepress.org/jac/vol66/iss2/11 DOI: 10.4148/1051-0834.1731
image. The audience might prefer, and might be willing to pay for, a better-looking product, Rivinus suggests.
His ideas, outlined in the August 1982 issue of Folio: The Magazine for Magazine Management, are relevant for editors of 4-H journals, agricultural quarterlies and other publications. Of particular interest is the emphasis on good management.
"The organization and its publications must have concrete goals and objectives: bench marks to measure effectiveness and success; targets to shoot for which will provide motivation and inspiration for the team." The staff must be as "alive and vibrant, decisive and dynamic as anywhere else in business," Rivinus believes.
The business side of an educational institution is-and should be-fundamentally different from the business side of a profitmaking organization. But management skills are transferable, and many of the measures of success in business can be adapted for communicators in education.
